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TO: ALL FIELD SALES REPS/RETAIL REPS 

SUBJECT: RETAIL PRICING STRATEGIES 


Our discounting strategies at retail are designed to avoid share losses by defending our business against 
competitive discounting. Our discounting strategies are not offensive in nature; when executed 
effectively, our strategies will defend our business in your marketplace. Without effective execution at 
retail, we will spend more money than necessary and still not protect our brands. We began making 
good progress in 1995. In fact, If you look at our results in 1995. we spent substantially less money at 
retail than previously, and still Improved our share performance. This was a significant accomplishment 
during a period of major change throughout our organization. Bottom line, we delivered outstanding 
results... thank vou for a great job! This was particularly Impressive when we take into account 
substantial increases in competitive spending. So, it is possible to spend less and get better results. 

Going forward, what we want to do this year Is make our execution as targeted and effective as possible 
in order to get the best possible impact out of every dollar. In order for us to be successful, we must 
work the issues with ongoing discussions, not only what we are doing, but why up and down the 
organization. 

There continues to be questions on Price Gap Execution. I have attached a guide summarizing xhe 
execution logic in your calls, the logic in flowchart form, a copy of the Full-Price Defense Spending Grid, 
and a few examples. I realize there is a lot of information in the attachments, but it is critical that you 
take the time to read it, comprehend it, and ask questions of your managers if you don't understand it. 

In conclusion, the three P’s are our core accountabilities in Field Sales. It is important to understand that 
our full price gap, Salem matching, and Doral ceiling strategies are a component of the three P's, 
specifically, promotion execution. It is not an additional accountability for Sales. 

The price gap reports are used to measure the effectiveness of our Company's strategies. For example, 
if we are at 80% within strategy and business is not holding, we must re-evaluate and possibly change 
our strategy. Therefore, it is critical that we ensure accurate reporting. 
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Getting the execution on our discounting strategies as correct as possible on a call-by-call basis is the 
most important thing you can do to Improve our performance. Thank you for your commitment and 
enthusiasm. Without your effective execution of this defensive effort, the business building programs 
currently under development will never have a chance to work. 

Sincerely, 

Sim 

Jim Maguire 

Senior Vice President - Sales 

JVM/kp 

Attachments 
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